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EXECUTIVE SUMMARY 
B A C K G R O U N D  
City Care Ltd is an infrastructure services provider to New Zealand’s local and central government and 
facility and amenity owners across the country. The company is owned by Christchurch City Holdings and 
is governed by its own board of directors (BOD). 
Following the significant earthquake events in Canterbury in 2010 and 2011, City Care has seen an 
increase in revenue from work in the Christchurch region, particularly in the construction sector but also 
in the repair of earthquake damaged water infrastructure. Much of this construction work is the re-
establishment of the city’s three-water infrastructure. Three-water infrastructures include the 
reticulation networks, pumps and treatment facilities for potable, sewage and storm water. Based on the 
Christchurch City Council estimates the rebuild costs of three-water infrastructure are approximately $1.1 
Billion NZD (Christchurch City Council, 2011). 
City Care is aware that the increased revenues from the Christchurch rebuild will not continue forever. To 
counter this, City Care has set aggressive growth targets that aim to backfill the decreasing rebuild 
revenues and continue the growth of the business. City Care has determined that whilst expansion within 
their existing markets will increase the company’s revenues, entry into new markets has been identified 
as providing opportunities to reach their desired growth targets. The primary new market identified for 
entry is the Australian three-water maintenance market. As one of a number of tools to assist in 
maximising the chances of success at business growth in both the Australian and their existing markets, 
City Care has invested in a market research programme. 
M A R K E T  R E S E A R C H  
As City Care has not utilised market research previously, an external consulting firm, Carte Blanche, has 
been engaged to conduct the research. 
The consultant has established a nine step framework to conduct the research.  The framework begins 
with a high level overview of a market and then focusses on the most promising opportunities gathering 
financial, social, cultural and political information so that opportunities in a market can be validated. 
Steps from the framework that were completed in this project include: 
 Step 1: Alignment of City Care for the research to be completed, using internal workshops. 
 Step 2: First look understanding of a market, this involved desk research to identify numerical, 
financial and geographical properties of a market. 
 Step 3: Determining value and positioning, identifying City Care’s unique selling points and points 
of difference that can be validated with the market and was completed by way of interviews.  
 Step 4: Build an understanding of customer groups in the chosen market including their needs 
and buying behaviour completed using qualitative interviews. 
The framework consists of five further steps listed below however these steps are outstanding and are 
yet to be completed. 
 Step 5: Separate market and customer trends from nuances. 
 Step 6: Information sharing and early strategic decisions. 
 Step 7: Build the long term marketing and brand direction. 
 Step 8: Build annual marketing plans and implement. 
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 Step 9: Measure and monitor. 
The market research that was completed focussed on the validation of opportunities in the Australian 
three-water maintenance market and across all of City Care’s operating sectors to identify growth 
opportunities.  
Two forms of recommendation have been provided, those for the continuation of the research and 
others for potential implementation based on the research completed to date. 
E X I S T I N G  M A R K E T  R E S E A R C H  
In order for City Care to grow within their existing markets it is important that they know what their own 
strengths, point of difference (POD) and unique selling points (USP) are from their competition. Without 
identifying these City Care’s operating sectors will be unable to prove to their customers that they are 
able to satisfy more of their needs than a competitor and in turn grow within that market. 
To identify each operating sectors goals, potential POD and USP market exploration workshops were 
used. These workshops are the first step of the market research framework. From here the potential POD 
and USPs will be tested and validated with existing potential and past customers so that any subsequent 
research, recommendation or implementation will be as accurate as possible. 
The outcome of the first step was the identification of two common unique selling points (USP) that were 
shared by all operating sectors at City Care, they were: 
 City Care is owned by a local government organisation (Christchurch City Council). 
 There exists an ability and desire to offer combined services across operating sectors within City 
Care. 
These USP must be evaluated internally and then tested with the current, past and potential customers 
to identify if these USP are favourable and should be promoted by City Care as part of their expansion 
strategy into the Australian market. 
Prior to using these USP/POD in any market expansion strategy they will need be validated. Such 
validation is required the data is based on customer satisfaction surveys and interviews that may be 
presenting skewed results due to bias arising from interpersonal relationships. This validation can be 
achieved by using (where possible/applicable) face to face interviews. It is anticipated that this research 
validation will be undertaken in April 2013. 
A U S T R A L I A N  M A R K E T  R E S E A R C H  
Using desk based research, the size (economic and physical), as well as the number and location of 
Australian water utilities was identified. This data provided a holistic overview of the market which the 
senior management of City Care may use to determine where further research should be focussed. 
The internal workshop used in step one identified the following additional USP and POD specific to three-
water maintenance: 
 Real time asset management data (developed in house). 
 Job dispatch and management systems. 
 Using the information provided by the desk research City Care’s senior management was able to decide 
that continued research (steps 4 – 9) would focus on the south eastern seaboard and Tasmanian regions 
Toby Pizey 
MEM Report V3.0 03/02/2013 iii 
  
of Australia. This area includes the largest proportions of the market and is geographically closest to New 
Zealand. 
Research undertaken for step four was completed using phone interviews with ‘friends’ of City Care and 
two Australian water utilities. Significant findings from these interviews were: 
 Maintenance work is typically undertaken in by the water utilities themselves and the clients 
generally have no appetite for change, particularly in Queensland. 
 Tasmania is seeking end to end management of their systems so that they can achieve high levels 
of consistency and quality. 
 A proven Australian track record is essential. 
 On the ground management is essential for managing contracts and networking. 
 The Australian market is highly competitive and often contracts are won solely on price. 
Concurrent with the market research work an opportunity to acquire an interest in an existing Australian 
water maintenance business has arisen and is being considered by the directors of City Care. It is likely 
that if the potential acquisition is successful that the remainder of the research will focus on growth 
opportunities opposed to market entry. 
The potential acquisition and a lack of desire from Australian water utilities to participate in interviews 
have limited the research such that it has been postponed until the result of the acquisition is known. 
Should the acquisition be successful it is recommended that City Care uses the contacts and locality of 
the acquired company as leverage for further research to encourage growth in the new market. If the 
acquisition is unsuccessful the research should continue as it was left and maintain the objective of 
identifying a viable opportunity for market entry. 
 Any further investigation, independent of the outcome of the acquisition shall be under direction of Chris 
Wrathall and funded using the BD budget. It is likely further investigation will continue to be outsourced 
to Carte Blanche. It is expected that the outcome of the acquisition process will be known by April 2013. 
C O N C L U S I O N  
City Care finds itself in a fortuitous and challenging position, substantial increases in revenues and profits 
have occurred, mainly due to work to repair the damage caused to Christchurch’s infrastructure following 
the earthquakes in Canterbury over the last two years. This has led to expectations of maintaining high 
levels of revenues and profits and even growing further over the next ten years. 
City Care has identified that it must be proactive in seeking work to meet their desired growth targets 
and that market research is an essential tool for validating opportunities and promoting market growth 
and penetration. This is particularly true in terms of the strategy of growth through diversification. There 
are many segments of the market that City Care could enter and market research is key to selection of 
the best market segments to enter. Market research’s on-going role in BD is essential to achieving City 
Care’s growth and market entry targets. 
City Care must consider its position in each of the markets that it operates in and identify the scope or 
opportunity for growth within that market. This is a low risk method of business development that will 
not require large capital expenditure (CAPEX). It is however essential that market research is used to 
validate opportunities for growth in each market. 
More extravagant methods of business development will require much more CAPEX and consequently 
will carry more risk. Market research must be directed to minimise the risks associated with these 
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business development methods and provide City Care with validation that a growth opportunity exists 
within a particular market. 
The role of business development tools and particularly market research is essential to City Care’s BD. So 
long as the company maintains aggressive growth strategies that cannot be achieved through organic 
growth alone, expenditure on market research must continue. 
It is in City Care’s best interest to perform on-going market analysis that will allow them to be proactive 
when seeking business growth and writing accurate growth targets. 
  
Toby Pizey 
MEM Report V3.0 03/02/2013 v 
  
Table of Contents 
1 Introduction ............................................................................................................................................ 1 
Purpose ....................................................................................................................................................... 1 
Scope .......................................................................................................................................................... 1 
2 Literature Review.................................................................................................................................... 3 
3 Background ............................................................................................................................................. 4 
City Care Ltd ................................................................................................................................................ 4 
Christchurch Earthquakes: .......................................................................................................................... 6 
Three-Water Maintenance: ........................................................................................................................ 6 
Growth Aspirations ..................................................................................................................................... 7 
Summary ..................................................................................................................................................... 7 
4 Strategy ................................................................................................................................................... 7 
Statement of Intent .................................................................................................................................... 7 
Situation analysis ........................................................................................................................................ 8 
Current Strategies ....................................................................................................................................... 8 
Current Situation ........................................................................................................................................ 8 
5 Business Development Function ............................................................................................................ 9 
Market Research Financials and Benchmarking .......................................................................................10 
The Role of Market Research within Business Development ...................................................................10 
Summary ...................................................................................................................................................10 
6 Market Research ...................................................................................................................................11 
Market Research at City Care ...................................................................................................................11 
Market Research Framework: ..................................................................................................................12 
Completed Research .................................................................................................................................13 
Research Outputs ............................................................................................................................ 13 
Research into New Markets .....................................................................................................................14 
Summary ...................................................................................................................................................14 
Market ResearcH Analysis ........................................................................................................................14 
7 Case Study: Australian Market Research ..............................................................................................15 
Toby Pizey 
MEM Report V3.0 03/02/2013 vi 
  
Australian Research ..................................................................................................................................15 
Australian MarKet Overview ....................................................................................................................15 
Completed Research .................................................................................................................................16 
Financial Extrapolations: ................................................................................................................. 18 
Market Perceptions of City Care ...............................................................................................................18 
Understand the Market ............................................................................................................................19 
Analysis .....................................................................................................................................................20 
Summary ...................................................................................................................................................22 
8 Conclusion ............................................................................................................................................23 





MEM Report V3.0 03/02/2013 vii 
  
LIST OF APPENDICES: 
Appendix A: City Care’s Market Share in each Operating Sector.  
Appendix B: City Care’s Board of Directors. 
Appendix C: Corporate Management Team and Management Structure. 
Appendix D: Five Year Fiscal Summary. 
Appendix E: Market Research Framework and schedule. 
Appendix F: City Care Facilities Maintenance Market Exploration Workshop Notes. 
Appendix G: City Care National Construction Market Exploration Workshop Notes. 
Appendix H: The Ansoff Matrix. 
Appendix I: National Water Commission’s National Performance Review. 
Appendix J: Financial Extrapolation Calculations. 
Appendix K: City Care Three-water Maintenance Australian Market Exploration Workshop Notes. 
Appendix L: Notes from Interview with Andy Gibson. 
Appendix M: Notes from Interview with Colin Cranfield. 
Appendix N: Notes from Interview with Daryl Ross, Logan City Council. 
Appendix O: Notes from Interview with Wouter Van der Merwe, Cradle Mountain Water. 
Appendix P: A Table showing methods of business development and their advantages to City Care. 
Appendix Q: Table showing the number of water utilities in each Australian State. 
Appendix R: Current Market Interview Results. 
Appendix S: Qualitative Interviews with Australian Water Utilities. 
Appendix T: Notes from Interview with Owen Scott 
Appendix U: After Action Review and Personal Learning. 
  
Toby Pizey 
MEM Report V3.0 03/02/2013 viii 
  
ACKNOWLEDGEMENTS: 
I wish to extend my thanks to the following people: 
 Chris Wrathall at City Care for sponsoring my project and providing continual knowledge and 
guidance throughout its duration. 
 MEM Director Piet Beukman, who is also my project supervisor, for his direction and feedback 
throughout the year. 
 MEM Administrator Bev Hall for her assistance with all processes and requirements of the 
course. 
 The MEM class of 2012, for keeping the year enjoyable. 
 My family, friends and girlfriend, Kirsty Black, for their on-going support and ability to put up 
with me through the busy stages of the year.
Toby Pizey 
MEM Report V3.0 03/02/2013 1 
  
1 INTRODUCTION 
To satisfy strategic growth targets, City Care plans to enter new markets and grow existing markets across 
their business. In order to minimise unnecessary costs or failure in the developing markets, City Care has 
invested in market research.  
Before any market research can commence a formal market research framework must be developed so 
that research can be completed across any operating sector of the company in a uniform way. Research 
shall identify key characteristics of the chosen market so that City Care may enter a new market 
successfully and also promote growth within existing markets in order to meet revenue targets for the 
company. 
Along with the creation of a market research framework and investigation into new markets, research 
shall be completed on existing markets for each operating sector. This will promote continued business 
growth across the company, confirming that market research is an essential tool for on-going business 
development. 
PURPOSE  
Senior management and the BOD have set aggressive growth targets for the company; in order to 
achieve these targets City Care must develop business in both current and new markets. This project 
seeks to: 
 Help in creating a framework that can be used for all market research. 
 Investigate Australian water maintenance market. 
 Complete first steps of internal market research using sector workshops. 
 Establish a relationship between market research and business development. 
SCOPE  
Due to unforeseeable changes within City Care during this project the scope of the project has been 
modified from the original project charter. The following aspects of the original scope have been 
retained: 
 Internal research including assessing City Care’s current capabilities and defining the research 
focus. 
 Research into the Australian market for those capabilities that currently exist within City Care.  
Because of the changes experienced throughout the project the project title was changed from, “Market 
research for the entry into the Australian water maintenance market”, to, “The role of market research in 
Business Development.” The modified scope now includes: 
 Assisting in developing City Care’s market research framework. 
 Assessing City Care’s current capabilities and defining the research focus for the water 
maintenance sector. 
 Research of the Australian market. This will include all practical forms of research unless the 
project is affected by external factors. 
 Assisting with Internal research of the current market across all sectors of City Care. This will be 
completed using market exploration workshops. 
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 Submission of a report for both the MEM course and City Care that establishes the role of market 
research within business development that is specific to City Care. 
For this report the research into the Australian water market has been provided as an example of how 
research is conducted using the framework created. Figure 1 shows a flow diagram of the contents of this 
report. 
 
Figure 1: Flowchart of Report Structure. 
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2 LITERATURE REVIEW 
A review of related literature has identified that, marketing in a physical services industry can be affected 
by the external social, economic and political environment. Along with the continually changing needs of 
the client and product offerings within the operating market a modern construction company must be 
able to adapt and respond to these changes to ensure business success (Yisa, Ndekugri, & Ambrose, 
1996).  
Placed between the internal and external environments is marketing, and market research. This is the 
interface which potential customers and other external parties use to interact with the company. 
According to Pearce (1992) “Marketing identifies economic needs, creates the products to satisfy those 
needs and by bringing the two together fulfils the primary objective of creating business” (p. 2). Many 
senior managers within construction and physical services firms believe that production is the most 
important aspect of a business and often consider marketing and subsequently marker research to be 
tactical sales rather than a customer facing business strategy (Yisa, Ndekugri, & Ambrose, 1996) (Pearce, 
1992) (Corfe, Fisher, & Robinson, 1991). 
A logical approach to marketing is to identify a need and evaluate its scale and the opportunity to fulfil 
the need with a profit (Yisa, Ndekugri, & Ambrose, 1996). While this approach captures the fundamentals 
of marketing and market research it is somewhat ad-hoc in comparison to what is required for formal 
market research. Marketing and market research like any other management function in a company must 
be built on a systematic approach or framework that aligns the marketing and market research with the 
company’s goals and objectives. (Fisher, 1989) 
Market research begins with the assessment of the external operating environment for opportunities and 
threats, and the internal environment for strengths and weaknesses (Van Der Merwe, 2002). Following 
this market research must identify the competitive advantage possessed by your company (Lorette, 
2013). Once identified the competitive advantages must be tested in the market to ensure that the 
customers want what you are offering. 
The success experienced is influenced by the extent to which the organization’s strength, and in 
particular its competitive advantage, matches the key success requirement for operating effectively 
within the target market and exceeds those of its competitors (Yisa, Ndekugri, & Ambrose, 1996).  
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3 BACKGROUND 
This report discusses the role of market research within City Care Ltd.’s business development (BD) 
structure. The report covers the work completed during Toby Pizey’s Master of Engineering Management 
(MEM) project. This project included: 
 Providing assistance in establishing a market research framework that City Care can apply to all 
operating sectors of the company to assist the company to meet its growth targets. 
 Assist with all internal market exploration workshops with each operating sector. 
 Carry out market research into the Australian water maintenance market using the established 
framework. 
These tasks all contribute to BD and associated growth of the company. This report explains the methods 
used for market research and the relationship of market research to business development 
The following sections provide an overview of City Care’s ownership, operations, financial situation and 
strategy. This information provides insight as to why City Care has identified a need for market research. 
CITY CARE LTD  
City Care is an infrastructure maintenance provider that operates from 16 locations across New Zealand. 
Established in 1999 City Care Ltd is a Council Controlled Trading Organisation (CCTO) and is wholly owned 
by Christchurch City Holdings, an investment branch of the Christchurch City Council.  
 
Figure 2: CCHL Ownership Structure (Christchurch City Holdings Limited, 2012). 
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The extent of City Care’s operations provides infrastructure services to over two million New Zealanders. 
These services include: 
Table 1: Table of City Care's Capabilities in each Sector of Operation (City Care Ltd, 2012). 








Three-waters Three-waters Property Management 
Roading Open Spaces Asset Management 
Civil Roads Customer Service Centre 
Subdivision Project Management  
Site Works Property Cleaning and Maintenance  
 
This extensive list of capabilities allows City Care to provide a ‘one stop shop’ for infrastructure services. 
City Care has the ability to provide complete solutions to its customers which has afforded City Care the 
ability to secure large market shares in many of their capabilities nationwide shown in Appendix A. 
 
Figure 3: Map of City Care's key operating Locations and Clients (City Care Ltd, 2012). 
City Care’s BOD, appointed by the shareholder, along with corporate management, assess the current 
position of the company and determine its strategy going forward on an annual basis (Appendix B, C). 
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CHRISTCHURCH EARTHQUAKES:  
The Christchurch earthquakes of 2010 and 2011 caused much loss and destruction for the city of 
Christchurch and the Canterbury area. Buildings and infrastructure, particularly water and waste 
networks, incurred massive amounts of damage. 
The resultant work from these earthquakes allowed City Care to increase its turnover which, in turn, 
permitted an increase in the size of the company to meet the burgeoning Christchurch market.  
City Care’s revenue increased from $145 million in the 2010 fiscal year to $354 million in the year ended 
2012 (Appendix D). These revenue increases has allowed the company to invest in new procedures that 
will promote business growth.  
 
Figure 4: Five year Summaries of Revenue and EBIT for City Care Ltd (City Care Ltd, 2012). 
THREE-WATER MAINTENANCE:  
In New Zealand three-water infrastructures include, potable (drinking), waste (sewage) and storm water 
and the reticulation networks, pumping, treatment and catchment facilities associated with these 
networks. These networks are typically owned by local councils or authorities and are financially 
supported by the rate payers within that region. In some larger cities, water is charged by volume and is 
separated from other council rates. 
The maintenance provider is responsible for the networks up to the edge of a customer’s property, at 
which point the property owner is responsible for maintenance and repairs. 
Maintenance contracts in NZ are typically decided by a tendering process and are long in duration, (5-10 
years). Call out service repairs make up a significant portion of the maintenance contracts issued by the 



















































MEM Report V3.0 03/02/2013 7 
  
GROWTH ASPIRATIONS  
Until now City Care has not employed a variety of tools to promote business growth, rather it has 
increased the scale of their operations to achieve higher revenues. City Care has now set growth targets 
that are unattainable through organic growth alone and must employ new business development 
methods to achieve these step changes. 
City Care has identified two primary growth methods that they believe will gain the necessary business to 
achieve their growth targets: 
 Gaining a larger market share within their current operating markets and, 
 Entering new markets with their current capabilities. 
Although City Care is aware that some of their capabilities are able to be applied to different markets 
than those in which they currently operate, they acknowledge that entry into a new market will require 
research to maximise their chances of success. In order for City Care to increase their revenues within the 
markets they currently operate in they must increase their understanding of those markets. 
Appendix P shows a list of business growth tools that may be of assistance to City Care’s business 
development. 
I believe City Care has relied on their own opinions/beliefs, experiences and internal information when 
deciding upon business growth implementation.  Many of the risks associated with these decisions can be 
reduced by gathering more information on the specified market. Because of this City Care has chosen to 
implement a formal market research process. (Scott, 2012) 
SUMMARY  
As the sole provider of three-water maintenance to the Christchurch City Council and through their 
alliance to SCIRT, City Care has benefited from the large amounts of earthquake remedial work. This 
increase in work has provided City Care with increased revenues, which has allowed the company to 
pursue their aggressive growth targets with BD tools that have previously been unavailable. City Care has 
determined that market research, to validate growth opportunities, is essential to achieving their 
business development targets. 
4 STRATEGY 
City Care operates in a dynamic industry that is heavily influenced by external parties, legislation and 
competition. In order to contend with this constantly changing environment the company regularly 
reviews and updates the business strategy. 
STATEMENT OF INTENT  
City Care updates its confidential Statement of Intent (SOI) on an annual basis; this document sets out the 
company’s financial, operational, social and environmental targets. The SOI is determined by senior 
management with consideration from the shareholder; final approval of SOI is confirmed by the BOD and 
is delivered back to the shareholder in May of each year. The targets included in the SOI are the basis of 
City Care’s strategy and are used to measure success throughout the year. 
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SITUATION ANALYSIS  
Prior to writing the statement of intent and the strategic targets each year, senior management and the 
BOD must review a situation analysis document. This document provides a background on current 
company performance, current market situations and reports on the infrastructure services industry. This 
may include financial, social, cultural, legal and economic data. The situation analysis is compiled 
internally and has many contributors; market research is a valuable contributor to this document. 
CURRENT STRATEGIES  
City Care’s strategies are written for all aspects of the business and effect each department differently. 
Strategies focussed on business growth directly effect and may be implemented by BD. Current BD 
targets include (City Care Ltd, 2012): 
 5% of Revenue to be from Australian Operations by 2016. 
 Fifth Operating Sector Launched by 2017. 
 $530 million NZD in Revenue by 2021. 
These targets are part of the company’s business strategy and are directly related to the development of 
City Care. Due to their aggressive nature, City Care cannot solely rely on organic growth to achieve these 
targets. 
CURRENT SITUATION  
City Care currently holds a large market share in many of their key operating sectors, three-water 
maintenance possess the largest market share with 23% of the available work in NZ (Appendix A). Due to 
the long term nature of water maintenance contracts City Care will be unable to substantially increase 
their market share in the next three to five years.  
Because of the lack of room to develop three-water maintenance in NZ, City Care has determined that 
entering Australia would be more beneficial to the company than exclusively pursuing domestic 
opportunities. City Care is able to consider opportunities in new markets due to the increased revenues 
from earthquake remediation work in Christchurch. 
City Care’s other operating sectors have smaller market shares relative to the three-water sector, 
because of this market research and BD has focussed on expansion of work in their existing markets. This 
difference in market share and success between operating sectors is largely due to the silo environment 
that City Care operates in. City Care must establish a method that allows each operating sector of City 
Care to work together and complement each other’s commercial targets. 
In summary the key matters are: 
 A need to increase market share in all operating sectors. 
 An opportunity for utilisation of increased revenues to achieve desired growth. 
 Failure to integrate all operating sectors for best business outcome. 
I believe that City Care has the opportunity to explore markets within New Zealand that their capabilities 
can be applied to without taking on the risks associated with foreign investments. Domestic markets such 
as irrigation and fibre optic cable installation are markets that many of City Cares three-water 
construction and maintenance capabilities are shared with and I believe warrant equivalent resource and 
investigation. Should City Care’s desire to enter Australia with their operations be unsuccessful I 
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recommend that market research to validate domestic opportunities, in other markets, should be 
pursued. 
All of City Care’s operating sectors must investigate opportunities for contracts that will use capabilities 
from more than one sector. This may add value for the customer and allow City Care to gain greater 
market share across operating sectors and subsequently increase revenues with little capital investment 
or added risk. 
5 BUSINESS DEVELOPMENT FUNCTION 
City Care’s BD team is responsible for a wide array of tasks and functions that aim to expand or grow the 
company. The BD manager (Chris Wrathall) is responsible for managing a team and ensuring that they 
complete tasks that promote the growth of the business. These tasks include; tender management, 
marketing, market research, public relations, client management, relationship management, staff 
training, implementation of strategic goals and projects and strategy development. 
 
Figure 5: Figure Showing Relationships between Facets of Business Development (Wrathall & Webb, 2013). 
To ensure that entry into a new marketplace is successful, City Care must validate opportunities within a 
market, market research is a valuable tool for this. City Care has not used market research extensively 
until this project, two main reasons for this are; market research is expensive and City Care has 
experienced good organic growth from their normal operations.  
Information collected from market research will be used to develop a plan for either, entry to any new 
market or, growth within existing markets. Of equal importance is the use of the information provided by 
BD to senior management to enable strategic decisions to be made with decreased risks. 
Chris Wrathall has employed Kate McRoberts a research principal from Carte Blanche Research and Toby 
Pizey to conduct market research and report their findings. This information will then be used by senior 
























MEM Report V3.0 03/02/2013 10 
  
MARKET RESEARCH FINANCIALS AND BENCHMARKING  
Using the Research and Development (R&D) expenditure figures from the annual reports of companies 
that operate in similar markets and often compete with City Care a benchmark rate of expenditure has 
been calculated. By calculating the R&D expenditure as a percentage of revenue a rate was determined 
that could be applied to City Care. 
The companies used for this are Fletchers Construction, Downers Construction and Fulton Hogan. 
From discussion with Chris Wrathall, it is believed that City Care’s expenditure on research and 
development is over the average provided from the benchmarking. However once the market research 
program has been established it is expected that this expenditure will align with the benchmark rate. 
Table 2: Table Showing Benchmark Rates of Research and Development Expenditure. (Calculated Figures Shown in Red) 
Company Revenue ($) R&D Expenditure ($) Rate (%) 
Fletchers Construction 8,873,000,000 2,000,000 0.023 
Downers Construction 8,524,569,000 3,892,000 0.046 
Fulton Hogan 2,435,631,397 446,510 0.018 
Average - - 0.029 
City Care Ltd 354,047,000 102,673 0.029 
THE ROLE OF MARKET RESEARCH WITHIN BUSINESS DEVELOPMENT  
To meet growth targets City Care must validate market opportunities prior to investing in any 
implementation or decision making, thus making market research an essential tool for BD. Because City 
Care holds a large market share in many of their operating sectors City Care must enter new markets or 
create new products to achieve their growth targets. 
The Ansoff matrix (Appendix H) identifies four methods of business growth, while all areas of the matrix 
are applicable to City Care’s BD schedule the majority of business growth will come from: 
 Selling existing services to new markets. (Australia) 
 Selling new services to existing markets. (Asset Management, New Technologies) 
 Diversification, selling new products to new markets. (Fifth Sector of Operation, Integrated 
Services). 
Market research is essential for the successful development of the business in new markets or with new 
products. By completing market research for these BD processes City Care will increase their chances of 
success when implementing these growth and development strategies. 
SUMMARY  
Market research has been selected by City Care as a method to identify and validate opportunities in 
markets that promote business growth. Because of increased revenues in recent years tools like market 
research can be used more extensively for business development than in previous years. 
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City Care should continue to commit to larger annual expenditure on research and development whilst 
the company is a strong financial position. Once market research has been established City Care may 
regulate their expenditure, however I believe once market research methods have been established City 
Care should continue research on developing new capabilities and products in a proactive rather than 
reactive manner. 
6 MARKET RESEARCH 
This section describes the types, applications and processes of City Care’s market research. The 
descriptions of the market research account for the current business development need, it is possible 
that market research at City Care will be further developed in the future. 
MARKET RESEARCH AT CITY CARE  
City Care’s use of market research to promote both organic and inorganic growth is currently in its early 
stages of development and use. While these processes have been happening in a rudimentary format in 
the past, the increased revenues have enabled greater investment in market research. 
City Care has invested in market research as a tool to aid business growth, key goals that are hoped to be 
satisfied by this investment are: 
 To identify and validate opportunities within new and existing markets that will allow City Care to 
meet their strategic growth targets. 
 To provide the board of directors and senior management with information that will, minimise 
risk associated with business decisions and increase the accuracy of the strategic direction of the 
company. 
To achieve successful market research and ensure that the information provided from research is of high 
quality and consequently value, a market research framework has been established. Using this 
framework, research will identify and validate opportunities in City Care’s current operating markets and 
in new target markets that City Care may enter if sufficient opportunity is identified. A target market that 
has been identified, and is being researched is the Australian three-water maintenance market. 
Desired outputs from this research include information on the economic size and value of a market, 
competitor or customer.  Identification of social, political and legal trends or other details that influence 
the market should also be recorded. Possession of this information will reduce risk in decision making and 
will provide information required to validate opportunities in both new and existing markets. 
There are two different types of research being completed concurrently at City Care; 
 Research on existing markets to promote opportunities and growth within markets that the 
company already has a share of and, 
 Research on new target markets that City Care has the capability of operating in but currently 
does not. Examples of these cross market capabilities include the Australian water maintenance 
market, installation of irrigation schemes and installation of fibre optic cable. 
A new market that was chosen for market research that has been included in this report is the Australian 
three-water maintenance market. 
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While the desired outcomes and application of the market research differs between the two types of 
application it is important to note that the procedure of obtaining information is the same.  
MARKET RESEARCH FRAMEWORK:  
All market research completed will follow the newly developed market research framework. By 
standardising the format for market research City Care has ensured that research will be comparable and 
structured so that the information held on each market of interest will be in a uniform format 
The framework is a nine step process that begins with a holistic overview of a market and at each step is 
refined using information from previous steps until enough information is gathered that accurate analysis 
can be completed and recommendations and implementation can occur. The nine step process is 
summarised in figure 5 below. 
 
Figure 6: Process Chart of City Care Market Research Framework (Appendix E) (Mc Roberts, 2012). 
•Align the organisation, embed vision, strategic direction, 
and goals into each business unit. Step 1: Catch the Wave. 
•Build a first glance understanding of existing and 
potential customers, understand existing market. Step 2:  Early Exploration. 
•Determine value and positioning, get honest and clear on 
what City Care currently offers and why it is of value. Step 3: Whats on Offer and will it 
Fly? 
•Build an Understanding of Customer Groups, to gain an 
understanding of new markets and potential customer 
groups. 
Step 4: The Nature of the Beast. 
•Seperate  Market  and Customer Trends from Nuances. 
Quantify key findings from steps 2 and 3. Step 5: Size it Up. 
•Information Sharing and early strategic decisions, based 
on research and internal finding what to and what not to 
do. 
Step 6: Think - Accept, Reject - 
Decide. 
•Build the long term marketing and brand direction, 
decisions from step 5 will help develop a 5 - 10 year plan. Step 7: Audacious Marketing & 
Brand Plan. 
•Build Annual Marketing Plans and Implement, include 
SMART goals that can be measured and evaluated. Step 8: Nitty Gritty Plan & 
Implementation. 
•Measure and monitor all work and goals set in step 8. 
Correct or stay the course where necessary. Step 9:  Maintain Momentum (The 
Devil is in the Detail). 
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A detailed breakdown of all nine steps within the market research framework is included in Appendix E. 
At the time of writing completed research included: 
 Existing Markets, Step One. 
 Australian Market, Steps One – Four. 
Existing market research is scheduled to have step three completed by the end of February 2013, while 
Australian market research has been postponed until April 2013 it is scheduled to be completed by the 
end of August 2013. 
The processes and findings from completed research are detailed in this report.  
COMPLETED RESEARCH  
 
These workshops will align each sector for change and growth. This will direct the approach and focus of 
the market research that will then be completed for each sector. Key outputs of these workshops are: 
 Value proposition. 
 Point of difference. 
 Unique selling point. 
 Internal Strengths Weaknesses, Opportunities and Threats (SWOT). 
 Competitor SWOT. 
 Targets, goals and desires. 
By identifying this information in each sector, growth opportunities can be focussed and a marketing and 
brand plan can be written. These workshops will be attended by key stakeholders in each market, Chris 
Wrathall and the internal marketing/market research team.  Notes from these workshops are included in 
appendices G, H and K. 
Research Outputs 
These workshops identified two USP that are shared by all operating sectors of City Care, they are: 
 City Care is owned by a local government organisation (Christchurch City Council). 
 There exists an ability and desire to offer combined services across operating sectors within City 
Care. 
S T E P  1 :  C A T C H  T H E  W A V E .  
This step aims to align the vision, strategic direction and goals of the company into each operating 
sector of City Care. This step will determine how market research will help to position each sector 
within their markets to meet strategic goals.  
This is achieved using market exploration workshops with all internal stakeholders. Outcomes 
include; 
 A clear understanding of vision and strategic direction.  
 Identification of what success looks like for City Care.  
 Ensuring that all parties involved are on the same page. 
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While these USP must be validated within the market, they hold great opportunity to offer significant 
value to the customer and consequently, increase market share across all operating sectors. If 
implemented this will increase City Care’s success rate of tender applications and may promote 
opportunities to win contracts without using the tender application process. 
RESEARCH INTO NEW MARKETS  
City Care has identified key markets that they do not currently operate in as target markets for business 
growth. Research into these markets is scheduled to be completed by September 2013. One of the new 
markets identified for research is the Australian three-water maintenance market. Other markets 
considered include; Irrigation, Fibre Optic Cable Installation and Vertical Construction. 
Using the established framework market research has been conducted into the Australian three-water 
maintenance market. This is the first step in realising the strategic target of producing five per cent of City 
Care’s revenues from Australian operations by 2016.  
The findings and progress from research completed, steps two and three, are included as a case study in 
this report. (Step one of this process, the market exploration workshop is described in section 6.3). 
SUMMARY  
City Care has acknowledged that to achieve their growth targets they must invest in business 
development tools. Market research is a logical fit for their business development as it will provide 
information required to validate opportunities for business growth. Kate McRoberts has written a market 
research framework that, resources permitting, allows City Care to assess multiple markets 
simultaneously. The research completed to date has provided information that will contribute to business 
development however, it is important that City Care commits to completing the research project so that 
the identified opportunities and USP remain valid and are able to be implemented. 
MARKET RESEARCH ANALYSIS  
Throughout the course of this project the context within which market research can be used as a tool 
within BD has become more apparent. As City Care’s revenue attributed to the Christchurch rebuild 
declines over the next decade and whilst operating in a saturated market elsewhere in New Zealand, the 
use of market research is a proactive step in exploring new markets to counter the reduction of work and 
to assist in the identification of growth opportunities. 
As with any other research, City Care must determine their expenditure for R&D. Research conducted for 
this project shows that current expenditure levels on market research represents a similar proportion of 
their revenue to other companies competing in their operating space. Additional investment in the area 
of market research needs be considered in light of the risk attached to such expenditure. 
Internally, the involvement of key personnel (operational managers) in market research is varied and 
therefore the outcomes and benefits may vary also. Ensuring that key people commit to market research 
projects will require transparency and clear communication of the benefits so that each operating sector 
wants to take control of their own market research. This will encourage ownership and use of market 
research throughout the company. 
Business development is a corporate service that is shared across all operating sectors of the company, 
for BD to successfully promote growth it must ensure that it works with and not for each operating 
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sector. It is apparent that some people believe market research will provide a specific list of potential 
customers and growth opportunities as and when required. Whilst this may be true at a sector level, from 
the corporate perspective, market research identifies key strategic opportunities rather than short term 
commercial opportunities. It is important that those responsible for the market research explain that it is 
a tool to be used in an on-going capacity to ensure that City Care is optimally positioned when growth 
opportunities arise. 
7 CASE STUDY: AUSTRALIAN MARKET RESEARCH 
As with any company considering business abroad, City Care will experience costs due to the unfamiliarity 
of the Australian market including, cultural, political and economic differences (Hymer, 1976) 
(Kindleberger, 1969). Market research will permit consideration of the types and magnitude of the 
barriers that may oppose a successful entry to that market or continued success within it (Karakaya & 
Stahl, 1991). 
The research followed the market research framework described in this report. This work is intended to 
inform the senior management of City Care of the areas (geographic and economic) that will provide 
optimal entry and growth opportunities. 
AUSTRALIAN RESEARCH  
The research has currently been postponed until April 2013 for two reasons,  
 A pending acquisition that will influence the outcomes of this research and,  
 A lack of engagement and participation in qualitative research by those Australian water utilities 
approached as part of the research programme.  
At the completion of the acquisition process, should it be successful, this research will be continued so 
that any new operations in Australia can be developed. When revisiting the research there may be a 
greater response from water utilities if the interviews are sourced using contacts from the acquired 
company. 
Despite the change in company focus as a result of the potential investment opportunity, the research 
completed thus far provides City Care with valuable information that is of value to the company and the 
Australian research project. 
AUSTRALIAN MARKET OVERVIEW  
Through research, an understanding of the Australian water maintenance market was established. This 
high level overview is of critical importance for City Care as the way in which the Australian market 
operates differs significantly from NZ’s operating environment. 
Australia’s water and waste water supply is not included as part of the rates property owners pay to their 
local government authority. Instead water is supplied by water utilities that charge for water according to 
the volume used. These water utilities own the reticulation networks required for distribution of water 
and waste water. In most areas, storm water management is controlled by local authorities and is 
included in road and pavement maintenance contracts. 
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Because of this structure, City Care’s customers in the Australian market have been defined as the water 
utilities. In some, more rural areas, the local water utility may be owned by the local government or 
council, in these cases the customer would be these local authorities. 
Australia’s water utilities are provided assistance with legislative directed reform and promotion of the 
national water initiatives by the National Water Commission (NWC). As well as providing water utilities 
with assistance the NWC is also responsible for monitoring, auditing and assessment of Australia’s water 
utilities. The NWC prepares an annual report of their audited water utilities called the National 
Performance Review (NPR). 
COMPLETED RESEARCH  
Step one of the market research framework was completed as part of the market exploration workshops 
that all operating sectors of City Care have undergone. Additional to the common USP identified in the 
market explorations workshops; three-water maintenance identified the following USP that are specific 
to the sector: 
 Real time asset management data (developed in house). 
 Job dispatch and management systems. 
Research aims to validate a need for these USP in Australia to identify commercial opportunities within 
the market. Full notes from Australian market exploration meeting are in Appendix K. 
As City Care does not operate in the Australian market at present steps two and three of the market 
research framework were completed in greater depth than would be necessary for a market that City 
Care currently operates in. 
 
Desk research identified the number, location, size, contact details and jurisdiction of the water utilities 
within Australia.  
Although there are many water utilities in Australia (especially in NSW), not all of them are included in 
the NPR. For accuracy and comparison of data only the utilities included in the NPR have been included in 
the market analysis. Of the 112 water utilities in NSW only 37 are included in the NPR; all utilities in the 
other states are included in this annual report. 
S T E P  2 :  E A R L Y  E X P L O R A T I O N .  
Build a first glance understanding of existing and potential markets and customers. Providing an 
understanding of the market and how attractive the market may be before further research is 
invested.  
This is typically achieved using desk research and sourcing some trusted opinions from ‘friends’ of the 
company. Outcomes include; 
 Understanding of customer groups and how they fit the overall marketing strategy. 
 Determine attractiveness of new markets and customer groups. 
 Understand the size, growth rate and trends and profitability of new markets. 
 Identify Opportunities and Threats. 
Competitor Awareness 
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As expected, the majority of the water utilities in Australia are distributed across the most densely 
populated eastern and southern seaboard areas. A table showing the populations and number of water 
utilities in each state can be seen in appendix Q. 
 In order for senior management to refine and focus the market research, the economic size and location 
of water utilities was required this data is presented in figure six below. Raw data was sourced from the 
NPR and can be found in Appendix I. 
The NWC groups water utilities by size. The groups are determined by the number of properties 
(residential or commercial) connected to their water and waste water networks. These groups are: 
 Bulk Providers (Catchment Authorities, Energy Providers) 
 100,000+ Connections 
 50,000 – 100,000 Connections 
 20,000 – 50,000 Connections 
 10,000 – 20,000 Connections 
Utilities smaller than 10,000 connections are typically rural and because of geographic isolation may not 
be connected to a larger catchment or bulk provider. (Raw data can be found in Appendix I) 
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Financial Extrapolations:  
The actual maintenance expenditure of each water utility is not published for public consumption; it is 
typically included in the overall OPEX in the financial reports of the water utilities. Because of this, per-
capita rates were calculated from known NZ data. These rates are: 
 Rural: $95.66/capita served 
 Urban: $34.79/capita served 
These rates can be applied to Australian water utilities to provide estimated maintenance expenditure 
applied rates can be found in appendix J.  
Rural rates were applied to water utilities that serve a population of less than 12,000 people. 
Key considerations to note from these extrapolations are:  
 Many of NZ’s maintenance contracts have storm water maintenance included in their costing 
therefore these figures are likely to be overestimated when applied to the Australian water 
utilities.  
 This extrapolation does not allow for foreign exchange.  
However the extrapolations provide a method of comparison between utilities and between urban and 
rural environments that would otherwise be unavailable. 
MARKET PERCEPTIONS OF CITY CARE  
Because City Care has identified USP, POD and other traits that they consider to be of value to their 
customers is it important to ensure that these factors are actually valued in the marketplace. Step three 
of the market research framework focusses on this. 
 
City Care currently holds a large share of the NZ water maintenance market and consequently has a good 
relationship with engineering consultants across the country. Two consultants with experience in the 
Australian water maintenance industry were interviewed. The primary objectives of these interviews 
S T E P  3 :  W H A T ’ S  O N  O F F E R  A N D  W I L L  I T  F L Y ?  
Determine value and positioning, what does City Care currently offer, why is it of value and different 
or better than the competition’s offering? Understand what competitors offer and where they are 
positioned in the market. Determine if there are any untapped capabilities or opportunities.  
This research is typically determined in the market exploration workshops and using face to face 
qualitative interviews of key internal stakeholders, ‘friends’ of the company and City Care’s current, 
previous and potential customers. Outcomes include; 
 Positioning, Differentiation, what makes City Care different and better. Where is City Care’s 
niche? 
 Competitive Advantage. 
 Strengths and Weaknesses of City Care’s offerings. 
 Risks and threats that exist in the market. 
 Value propositions; identify what true value City Care can offer to the customer. 
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were to validate the strengths and weaknesses determined in the internal analysis and to note their 
advice and recommendations for City Care’s entry into Australia. 
 An interview was conducted with Andy Gibson of AECOM; Andy has experience in the water 
infrastructure market as well as business in Australia with his company AECOM. Andy knows City 
Care well and was able to provide them with some valuable opinions. (Interview notes are in 
Appendix L). 
 Colin Cranfield is a director and senior engineer at Harrison Grierson and specialises in municipal 
and industrial water and waste water engineering. Harrison Grierson has a branch of their 
company operating in Australia. Colin’s experience enabled him to provide the following views. 
(Interview notes are in Appendix M). 
Common themes from these interviews include (Appendix R): 
 Maintenance work is typically undertaken in by the water utilities themselves and the clients 
generally have no appetite for change, particularly in Queensland. 
 Tasmania is seeking end to end management of their systems so that they can achieve high levels 
of consistency and quality. 
 A proven Australian track record is essential. 
 On the ground management is essential for managing contracts and networking. 
 The Australian market is highly competitive and often contracts are won solely on price. 
While the competitive and established nature of the Australian market may count against City Care, their 
ability to provide asset management data may provide them with leverage when considering options for 
entry and growth in Australia. 
UNDERSTAND THE MARKET  
The initial project plan was for Kate McRoberts and Toby Pizey to travel to Australia and interview a 
representative sample of people at water utilities to determine the needs, desires, barriers and any other 
tacit information available. 
 Only two of the 18 utilities contacted agreed to meet, and therefore the trip did not continue at this 
time. Because of this lack of commitment from Australian water utilities and due to the potential 
Australian acquisition City Care has decided to postpone further research until the outcome of the 
acquisition process is known. It is predicted this will be decided by April 2013.  
Phone interviews were conducted with the two utilities that responded to requests for information. The 
utilities that responded were, Logan City Council of Queensland and Cradle Mountain Water of Tasmania. 
These interviews will contribute to step four of the market research framework. 
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Daryl Ross, water business manager at Logan City Council provided information regarding his council’s 
water utility function and a holistic view of Queensland’s water utilities. Logan City Council serves a 
population of 253,752 with approximately 100,000 connections on their water and waste water networks 
(Interview notes are in Appendix N). 
Wouter Van der Merwe is a maintenance manager at Cradle Mountain Water in Forth, Tasmania. Cradle 
Mountain Water is one of three-water companies in Tasmania and provides its water and waste water 
services to approximately 25,000 connected properties and businesses. Wouter explained that the water 
utilities of Tasmania are currently in the process of amalgamation and all share similar experiences in 
their maintenance market (Interview notes are in Appendix O). 
Common themes from these interviews include (Appendix S): 
 Major issues are typically contracted to specialist companies. 
 Everyday maintenance is typically done in house. 
 Politically driven restructuring has absorbed a lot of resources, therefore little thought given to 
outsourcing model. 
 Recruiting both employees and decent contractors can be difficult. 
ANALYSIS  
Based on the research conducted, the mode of entry chosen by City Care to the Australian market is 
essential to their success at market penetration. The Australian market appears, from the limited 
research available; to value track record, established presence and well developed networks. As a 
consequence, and to remove the risks associated with a “start-up” business in a new Country, an 
acquisition or joint venture would provide the greatest success for market entry to Australia for City Care. 
A joint venture must be considered in a way that compliments the capabilities of City Care and the 
Australian company that is being considered for a joint venture. For instance a company that offers 
treatment capabilities when combined with City Care may provide desired value to the client in Australia 
and might also provide a reciprocal benefit to City Care’s New Zealand operations. By using a joint 
venture as a method of entry it is possible to gain access to the track record and networks possessed by 
the Australian company with which City Care has joint. 
S T E P  4 :  N A T U R E  O F  T H E  B E A S T .  
Gain a thorough and in depth understanding of new markets and customer groups, to understand 
how they operate and what they value. To improve confidence and identify where to target when 
trying for new business.  
This work will typically involve face to face qualitative interviews of potential customers and 
associations and unions within the new market. Outcomes include; 
 Qualification of customer’s needs, wants, expectations, aches and pains. 
 Understanding competitors and their advantages. 
 Understanding the elasticity around value. 
 Understanding of networks, relationships, partnerships, and how they can be used to our 
advantage. 
 Understand customers buying behaviour. 
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As an alternative to the Joint Venture path and because of City Care’s strong financial position, the 
business is able to consider the acquisition of an existing operator in the three-water industry. As a result 
of this stronger financial position, the business is able to consider a wider range of acquisition 
opportunities than those been previously available to them. City Care currently has an equity ratio of 48% 
this is relatively low compared with previous years and when combined with increased cash flows may 
provide the leverage required to be able to acquire assets in Australia at prices above market value if the 
business model can justify the purchase. 
 
Figure 8: Mode of Market Entry Risk of Failure vs. Cost. 
The third entry method for City Care is building a “Greenfield operation” and entering a market as City 
Care and resourcing it as an extended branch of the operations in New Zealand. This option has many 
factors working against it including; 
 Entering the Australian market without a track record. 
 Entry without secured work going forward. 
 Lack of local market knowledge and key personnel. 
 Lack of staff and difficulty recruiting. 
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The relative risks associated with these three options are shown in figure eight. The acquisition route has 
a low level of risk associated with it as the acquisition will be targeted for its existing market share and 
the associated networks it possess. 
The choice to enter the market via an acquisition has a low level of risk of failure as the acquired 
company will have an existing market share and networks within that market. This will reduce the risk of 
failure in this market however; this risk is offset by the costs of an acquisition which will inevitably be 
over market value. 
Entry using a Greenfield method will be much less expensive than buying an existing business. However 
the low costs are offset by the increased risk of failure in the market as a Greenfield business must 
overcome all barriers of start-up business and foreign market entry in order to ensure growth and 
eventually realise a return on investment. 
The joint venture method offers a middle ground between acquisition and Greenfield market entry 
methods. The costs associated with setting up a joint venture are unlikely to be as low as establishing as a 
Greenfield business however they are significantly less than the cost of an acquisition. Depending on the 
other party or parties involved in the joint venture the risks associated with a joint venture are also likely 
sit between the risks associated with both Greenfield and acquisition entry methods.  
SUMMARY  
Using desk research a holistic overview of the Australian water utilities was established, this allowed the 
key stakeholders within City Care to refine the research to the eastern and southern sea board regions of 
Australia. 
Through both desk research and interviews with Australian water utilities, it was recognised that many of 
these utilities are currently in a politically driven change and have little appetite to alter their operational 
processes. 
Common findings within the Australian market have provided an understanding of what City Care will 
need for successful entry and development. The importance placed on track record and an established 
contacts network, when considered with the highly competitive nature of the market favours market 
entry using an acquisition or joint venture. 
Because of City Care’s strong current financial position, the most beneficial entry method that possesses 
the lowest risk is an acquisition. This will provide City Care with the required track record and contacts 
network to be able to continue developing the business over time. On the basis of the information 
gathered in the interviews, City Care’s chances of success at entering this market will be greatly reduced 
if they choose a method of entry other than an acquisition or joint venture. 
When this research project is revisited and updated, following the outcome of the pending acquisition, 
further qualitative interviews should be sought within other areas of the Australian market in 
conformance with step four of the market research framework. 
Should the acquisition be successful, this research can be completed using the contacts of the acquired 
company and should focus on market growth opportunities as market entry will have been achieved.  
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8 CONCLUSION 
It is apparent form City Care’s aggressive growth targets and investment in market research as a business 
development tool, that there is a very real risk of the increased revenues gained from the remedial work 
of the Christchurch earthquake subsiding. These strategies and investments are subsequent to the 
realisation that City Care’s natural or organic rate of business growth is not sufficient to back fill the 
revenues that will be lost as earthquake remedial work dissipates and the company’s revenues could 
decrease. Such a situation, whilst not likely to cause the company to become unviable, is highly 
undesirable. 
Extensive capital expenditure on developing and growing the business in new and existing markets is a 
proactive response to the inevitable reduction in remedial earthquake work. This investment will provide 
opportunity for City Care to diversify their operating markets without having to diversify their skillsets 
and capabilities.  Encouragement of collaborative work between City Care’s currently isolated sectors 
may provide opportunities for increased revenues from opportunities that previously did not exist. The 
lowest risk approach to this would be to extend domestic operations into markets where the required 
skillsets and capabilities are similar to that of the markets that City Care currently operates in. Entering a 
foreign market is comparatively high in risk and must be properly understood and validated before any 
decisions or implementation can occur. 
This extensive market diversification is a good policy to counter the potential situation of diminishing 
profits, however there is a risk that City Care could over invest or invest in a market that does not 
increase profits. It is important that City Care does not spread its resources too thinly in an aim to 
minimise the risks of a decreasing revenue stream. 
Risk of failure when implementing business development methods can be reduced by investing in 
domestic opportunities rather than those in foreign markets. Entering new markets in a joint venture has 
the ability, depending on the parties involved, to share the risk of failure in that market. While these 
methods have the ability to promote successful business development through the mitigation of 
associated risks, they will have a higher likelihood of success if market research is completed prior to 
implementation. 
To ensure that the right decisions are made to capture prosperous opportunities in new and existing 
markets, City Care must invest in market research. By validating opportunities and markets City Care will 
be able to minimise the risks associated with capital expenditure for business development.  In essence 
the role of market research in BD is to minimise the risks of and costs associated with BD methods 
through identification and validation of   growth opportunities. 
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9 RECOMMENDATIONS 
The following table outlines the recommendations for market research, Australian market research and 
new market research. The priority of this research is scaled from 1 – 5, with one the highest priority and 
five the lowest. 
Recommendation 
Priority 
(1 – 5) 
Driven By Purpose 
MARKET RESEARCH 
Market Research 
should be an on-going 




On-going market research will provide City Care 
with the knowledge required proactively identify 
growth opportunities and position the company to 
maximise chances of success in that opportunity. 





By initiating a centralised resource hub each 
operating sector is more likely to contribute to and 
benefit from information gathered by market 
research. This should be implemented as soon as 
possible to maximise the amount of market 
research held. 
Add market research 
updates to the 
reporting system used 






The addition of market research updates from the 
general managers of each operating sector will 
ensure that research is being completed in each 
operating sector and is being monitored at a senior 
level. It is the senior management who will 
determine which opportunities are pursued. This 
should take effect immediately so that senior 
management can include this information in their 







By communicating the opportunities and research 
findings internally using a newsletter, 
presentations or other organised format there is a 
greater chance that operating sectors will work 
more collaboratively. This should happen as key 
stages of market research are completed. 
AUSTRALIAN MARKET RESEARCH 
Use an acquisition as 
primary mode of entry 




Considering the information collected on the 
Australian water maintenance market, the mode 
of entry that is most likely to provide success in 
Australia is an acquisition, this mode also carries 
the least risk and should be the first choice mode 
of market entry. This can only be implemented 
when research is complete and a valid opportunity 
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has been identified. 
Use a joint venture as a 
secondary mode of 





Following from the previous recommendation, a 
joint venture is a satisfactory mode for market 
entry, risks are relatively low. There is a trade off in 
control and profitability that make this mode 
secondary to an acquisition. This can only be 
implemented when research is complete and a 
valid opportunity has been identified. 
Identify acquisition 
opportunities of a 
company that can 








Acquiring a company that is in a position that can 
service water utilities of varying size will proved 
City Care with a range of work and a clear growth 
progression path, from small to large water 
utilities. (Most likely outskirts of a major city). 
Maintain regular 







Cradle Mountain Water identified a need for a 
company to take over and run the maintenance 
operations on their behalf. This opportunity is 
likely to arise in the next 12 months and should be 
kept in close contact so that City Care is considered 
for this work. This should be implemented 
immediately and continue at regular intervals, e.g. 
monthly. 







City Care must complete this market research in 
order to identify all possible opportunities. There is 
a chance that if the potential acquisition is 
successful research will be forgotten. Conversely if 
the acquisition is unsuccessful it would be easy for 
City Care to stop all Australian investigation. Once 
entry to Australia is achieved complete marker 
research will provide City Care the ability to 
negotiate more variables and lower the costs of 
business growth in Australia. 
NEW MARKET RESEARCH 
Pursue domestic 
market diversification 






Sufficient opportunity exists in NZ to apply many of 
City Care’s capabilities to new markets with less 
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APPENDICES 
APPENDIX A  
Market Share of City Care in each Operating Sector. 
Fig A.1 Market Share Parks  
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Fig A.3 Market Share Facilities Maintenance 
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APPENDIX B  
City Care’s Board of Directors. (City Care Ltd, 2012) 
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APPENDIX C  
Corporate Management Team and Structure: Note Peter Hansby has since left City Care and Chris Kerr is 
acting General Manager National Construction. (City Care Ltd, 2012) 
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APPENDIX D  
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APPENDIX E  
Market Research Framework and schedule (Mc Roberts, 2012) 
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APPENDIX F  
City Care Facilities Maintenance Market Exploration Workshop Notes. 
FACILITIES MAINTENANCE MARKET EXPLORATION WORKSHOP 
15.1.2013 
 
Impressions from Induction and Prior to Employment at CCL: 
Positive Impressions Negative Impressions 
 Confident in the structure of the FM business 
to achieve the growth targets that have been 
set and that they will be match fit for July 
2013. 
 Loss of some of the old heads around the 
place has taken some of the tacit information 
with them however the new team is much 
more positive in thinking and approach to 
work. 
 
 Induction was very brief. CCL is very rich with 
information in people’s heads. People don’t 
know where to go or where to ask for 
information that they don’t already have. 
 Systems and Processes not what they thought 
they would be, from outside they believe CCL 
has great systems when particularly the, Asset 
Management and Financial Management 
systems are rubbish. 
 I.T. Service Level is very poor, 3 days for first 
Laptop to Arrive. 
 Short term measurements, measuring growth 
over a month and always need information or 
jobs done by yesterday. 
 
CCL sometimes provides a better service package than competitors; however lose the tender due to 
association with Council. Westpac Example. 
G E N E R A L  C O M M E N T :  
 Some people believe that anything the customer asks for is BAU when in actual fact it could be 
charged for as an extension of a contract and contribute to a margin. 
 The Defence Force just wants the lowest price, nothing else. 
 Customer satisfaction surveys or questionnaires are done but not followed through on, just 
noted and stored. 
 Got to keep changing the work done due to long term nature of contracts and the needs of the 
customer. Should be asking what a customer wants/needs in a changing environment. 
 Work required at the start of a contract may not be the same throughout the duration of 
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I N T E R N A L  A S S E S S M E N T :  
Positive Negative 
  The chop and change or Ad Hoc nature of 
market research completed to date is not 
conducive to comparable and useful results. 
 Lacking the resources required to obtain 
growth targets. 
 Vision towards growth but business is too 
busy spinning its wheels achieving Business as 
Usual. 
 Capability first, not going to secure future 
work on a promise you will be able to do 
something when the time comes. Prove it. 
 People probably cynical or sceptical that 
growth can be achieved, (then cynically 
pointed out that this is a realistic viewpoint) 
 No analysis of survey or research that might 
be completed, no action taken and no 
location to hold and present useful 
information that could be acted upon. 
 The FM strategy and business plan is not 
based on hard researched fact; it is based on 
assumed market knowledge. 
 
W H I T E B O A R D  S E S S I O N :  
 $98million, EBIT 6%, vertically integrated, Strong brand recognised. Kill more than you can eat. 
 Growth across all areas improved efficiency. 
 Under current CEO and senior management CCL is an Arm and Legs company only, not soft 
services engineers etc. 
 Spotless, PAE, UGL are purely FM management while CCL only has FM as a sector of larger 
organization. Specialists of integrated services, currently 4th or 5th. 
 Specialised Market – To gain market dominance. Potentially a massive scope to expand under 
hard services trades. 
 Choose a position in the market and then work staunchly to protect e.g., ownership of supply 
chain. 
 Slick and professional: Financial Management, Systems, Asset Management all work well and are 
positive. Slick = Consistent, Polished, Reliable. 
 People want to be CCL customers. Clear POD. Must be an easy process to become a CCL 
Customer. 
 Asset Management, Soft Services = Cleaning, Catering, Security. Hard Services = Trades. (Office 
Relocations, Churn Management. Fleet, Facility, Plant and Furniture.) 
 Sustainability = Environmental Assessments. Energy Manager. 
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 In house means you actually complete the service in house opposed to using a sub-contractor to 
achieve targets. 
 Why did Z Energy choose CCL? There must have been a reason for this, ability to demonstrate 
passion for work and an ability to innovate around a contract to improve a customer’s 
experience. 
 Ideally someone will be open to discuss what they want outside of a tendering process. E.g. 
South Wairarapa. 
 Price governs local & central Government choice when tendering, therefore is the Private and 
commercial space more open to accepting a higher tender due to greater value in attributes. 
 To lose a long term contract you really have to screw up or, have it taken through a legal battle. 
Tendering is a massive and laborious process. 
C I T Y  C A R E  O V E R A L L :  
Each division is currently individual and sideways integrated, currently silo to the point that they are 
separate businesses.  
CCL is currently not set up to work together; business structure is not set up for an overlap in the service 
offerings. 
F M  I N  5  Y E A R S  I S :  
 Based on Hard Services 
 Vertically integrated (own supply chain) 
 Horizontally Integrated with CCL’s other divisions 
 Either Pick and Mix or Whole Service option 
 No longer dependant on big contracts 
 Customer mix is 80% Commercial opposed to political 
 Front Door of CCL is FM 
 Nationwide 
 Revenue is not CCL’s headache 
 NZ owned therefore Money stays onshore 
 Specialist and Integrated 
 Sustainability will be a  UDP 
 Building a good Track Record with Z energy to launch into new customers. 
 Customers Come to CCL 
Should be able to tailor a solution for a client. 
W H A T  S U C C E S S  M I G H T  L O O K  L I K E ?  
 Currently don’t know procurement, size and growth, opportunity etc. Therefore cannot define or 
segment the market. 
 Currently stopped Promising, therefore, not growing. 
 Project Management could win unchartered markets. Energy Manager or the other expert would 
be helpful + looks good but currently no way to commercialise this. 
 POD should probably be found using a multi-faceted approach or a bundle of aspects rather than 
just one Hail Mary. 
 CCL – No one self-promotes, too hung up on the negatives/ Too humble for own good. 
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 Collation of data is one thing but storing and using it correctly is the realising the value in that 
information. 
 All customers CCL has won are still with them, celebrate our youth. 
 What can be leveraged from current markets and contracts? 
 Risk reduction, tertiary accredited supply chain, Extended insurance market systems that are 
being used in Christchurch are applicable nationwide.  
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APPENDIX G  
City Care National Construction Market Exploration Workshop Notes. 
CONSTRUCTION MARKET EXPLORATION WORKSHOP, 16.1.13 
G E N E R A L  C O M M E N T S :  
 Tendering is a great way to drive down the EBIT. Ideally work will be negotiated. 
 Currently shying away from specialist works; i.e. Pump Stations, (although this depends on 
electrical work). Last 9 or 10 of these have been a no go. 
5  Y E A R S ’  T I M E :  
 Will have a consolidated work stream 
and will have entered new more 
desirable work streams. Good 
partnerships with consultants & Sub 
Contractors and regularly work with 
good people externally. (Opposed to 
scatter gun of who is available) 
 A reciprocal partnership with 
contractors, work flows both ways. 600 
– 700 people workers in 5 years’ time. 
 National operations, Quality people, 
Tier 1 Contractor. 
 Strong backing from management.  
 Be the best in chosen work streams, 
very good at certain tasks and not 
always the biggest. 
 Become a benchmark in the industry, 
Fletchers. All levels of professionalism, 
Reputation, Political links. Security of 
Size.  Winning tenders on attributes 
opposed to price. 
 City Care won’t be as big as fletchers 
but will be holding their own for the 
right reasons in their space. 
 The strategy should include, J.V. 
Opportunities, Sub Contracting. The 
people slogan applies to Chch but not 
rest of NZ. 
 Will be big enough to take a risk/hit. 
Plant resource and due to SCIRT work 
and track record because of being a key 
player in the biggest infrastructure 
project in the world. 
 Genuinely Care for its people internally. 
Always advancing and promoting 
employees, those who work well 
rewarded, creating an epic task force 
that is keen to achieve. 
 All people and processes will be 
seamless in order to achieve tier one 
work. 
 City Care has not been about long 
enough to become this big or evolve 
this far yet. 
 Systems and Processes should allow 
good people to do good work. 
 Quality, on time, On Cost and genuinely 
listen to what the customer wants. 
 By becoming tier 1 people will want to 
work for us and people will want to 
work with us. 
 Number 1 CCTO in NZ in 5 years’ time, 
dominant in all situations. City Care in a 
position to be sold for 10 X EBIT. 
 Trenchless technology for construction 
which is less intrusive. To be a leader in 
this area by this time. 
 $250million Revenue, Close to biggest 





O N  T H E  O U R  P E O P L E  S L O G A N :  
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Our people not explicit but is the reason we got in the door with SCIRT. Do our clients really care if it’s our 
people? Time, Quality and Cost are more important. 
W H A T  C A N  C O N S T R U C T I O N  D O  T O  I M P R O V E ?  
 The key is to be new, upstart, and fresh 
in thinking, innovative R&D, latest 
techniques, processes and tooling. To 
be current. 
 Shed the stigma that comes with the 
council association. 
 Design Build Operate, end to end, 
manage establish and design especially 
with infrastructure construction, 
maintenance and further works. 
 Obtain some of the sexy projects, 
western bypass in roading and some 
large water works that bolster the C.V. 
and track record. 
 Best way to be unique is to offer 
combined services with the rest of CCL. 
 Currently a 70:30 split between 
tendered: negotiated, aim to reverse 
this. 
 Goal is to minimise the life cost of 
assets for our customers. Price is 
second to providing top quality and 
other attributes. 
 By reinforcing the competitors views 
that CCL is subsidised by the council can 
create an advantage as other 
companies may be intimidated allowing 
us to fly under the cover of darkness 
and win contracts that people don’t 
even tender for. 
 Leverage for construction from 
maintenance contracts. 
 Not interested in owning the supply 
chain. 
 CCL is well placed for the end to end 
solutions combing sectors and allowing 
for problem solving for clients but don’t 
need to own the supply chain to do this. 
 Fletchers has a heartland feel to it, 
despite being massive; emulate this 
approach so that there is locality to the 
work completed. 
 Unique that CCL integrates the 
company to ensure that we get work 
from customers who don’t know they 
need us yet. 
 Cannot reach targets unless leverage 
from the other sectors is provided along 
with, systems, contacts and 
relationships that already exist in the 
company are shared.  
 NZ owned so profits stay in NZ. Full 
Project Management Office needs 
developing. 
 CCL is a friendly and safe place to work, 
the EQ recovery work has helped with 
this. 
 Overseas workers seem to love coming 
to NZ and working and this is true for 
CCL. 
 $50 million growth in each year. 
C U R R E N T  S I T U A T I O N :  
 Everyone is working in their own Box, 
Crap work environment, including 
physical resources, laptops, cars 
phones, and computers.  
 H&S culture and understanding that is 
needs to be done is good but there is 
little knowledge of why it is done in 
application. 
 Currently internally focussed, with little 
view to external relationships. 
 Currently prioritise customer 
satisfaction over business validity, 
including all these extras as BAU. 
 Advantages with council work as they 
know what we are and do and likewise 
we know who they are and what they 
do. 
 CCHL is a good association, good for 
loaning + great equity ratios. 
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 Plant rates operated on a tight ship due 
to costing and maintenance. No Margin 
on Margin. 
 Base Margin shows that we are 2nd in 
Country (NPAT) Equity ratio was not 
good until EQ work. 
 Price advantage on specialist works due 
to the kit we own and are 
familiar/experts at. 
 R&D will be key for taking a contract or 
tender and innovating around it to 
improve it. 
 Track record looks sharp having been 
part of the largest CCTV project in the 
world. Being one of five from SCIRT is 
better than being one of the others. 
Genuine national reach and advantage. 
 Would never have any idea of the other 
sectors budgets or progress or 
otherwise. 
 Perhaps there is jealousy of 
Construction as they are the cash 
camel. 
 Communication can come from mid-
level GM’s. We expect to know why. 
Even though Construction being treated 
as favourite child they are still expected 
to produce 50% of the revenue. 
 Good communication of changes and 
status etc. starts with Onno and is two 
pronged, top down information stream. 
 
U S P,  P O D ,  G O A L S :  
The following USP, POD and goals have been identified for further testing in the market. Not all of these 
goals will be realised but this provides City Care with an idea of what will motivate the construction team. 
 Currently could be an in house one stop shop, no one else can do all the work CCL does in house. 
 Choose clients with similar values to our own. Site works are not our type of work same with big 
bridges and tunnelling. 
 What we do is not the way to be different; it is how we do it that will set us apart. Be customer 
orientated and show how you work to deliver on time on cost and with quality. 
 Manage your promises. 
 Big players like NZTA are too rigid to allow for innovation on their roading contracts, just want 
the job done and done right. 
 Good contact Dave Jenkins, surveyor of Dams and Canals. Genesis/Meridian. 
T O P  3  R I S K S :  
 Resources,  
 Rate of growth (strategy pushing the company too hard too soon, need to catch their breath a 
little) 
 Support Sub contractors until they are able to compete with us. 
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APPENDIX H  
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APPENDIX I   
National Water Commission, National Performance Review. Attached file; Pizey Appendix I.xls 
APPENDIX J  
Financial Extrapolation Calculations Spread sheet. Attached file; Pizey Appendix J.xls 
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APPENDIX K  
Three-water Maintenance and Australian Market Exploration Workshop notes. 
AUSTRALIA WATER WORKSHOP, 8TH NOVEMBER 2012 
NZ COMPETENCIES:  
 Differences in USP’s that win tenders? In NZ the USP is defined by the customers’ needs and may 
be unique to each tender. 
 City Care delivers what it says it will and has a reputation to back that up. 
 Real time reporting and asset management and fault detection is a strong USP in the water 
maintenance. 
 Many councils will target asset longevity and only replace what breaks and when it breaks. 
Money is the driver that dictates councils running assets to failure. They don’t need more 
information unless it will directly affect bottom line. 
Q U E S T I O N S  F O R  M A R K E T :   
 Does Australia see NZ as good at asset management?  
 Does City Care provide information that may be of interest or necessity? 
 Does Australia have an issue with leaking water networks or overall asset assessment? 
Asset management is not City Care’s business the information gathered is an enabler that allows the 
consultants GHD etc. to accurately manage assets.  
Strengths, Potenial USP and pod: 
City Care is very specialised in Water maintenance, not a big company (Veolia) that does something else 
and also a bit of maintenance. It is City Care’s primary focus. The suggested USP and POD in table five are 
possible traits that must be validated in the market before they are confirmed. 
Table 3: Summary of Strengths, Weaknesses, Opportunities and Threats for City Care’s entry to the Australian Market. 
Water Market Internal Analysis 
Strengths, USP, POD  Real time job progress reporting 
 Asset management information 
 Emergency work experience 
 Access to CEO and senior management 
 Efficient job dispatching and management 
 Council owned 
Weaknesses, Threats  Believe own press 
 Large established competition in Australia 
 Brand not known in Australian market 
 Not innovative 
 Risk averse 
 Don’t promote own business and achievements 
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Unique Selling Points, (Used as Strengths as well) 
City Care Others 
 Decision making information to asset 
owners. 
 Strong transition management. 
 Specialist Network Maintenance provider. 
 Do what we say we will. 
 Ability to respond, in both normal work 
and in crisis. 
 Programme Scheduled Work. 
 Information gathering, Tech in field. 
 Flexibility, ability to tailor work to 
understand clients. 
 Fix mistakes very quickly (on rare 
occasion that they may occur). 
 Resolve Issues (Don’t drop the ball). 
 Accessibility to CEO and other senior 
management. 
 Real case studies. 
 Work Site Visits as proof. 
Veolia: 
 International treatment experience and 
specialist. 
 Asset management, Predictive, 
Maintenance. 
 Win tenders on price. 
(Don’t have I.T. information on asset, No 
comparable track record. Decision makers are 
removed. 
 
Downer, Fulton, Transfield: 
 Don’t listen to client’s needs. 
 Lack the technical know-how, credibility. 
 Job management systems are not 
deployed or as useful as City Care’s. 
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W E A K N E S S E S :  
 Brand not known – Awareness, Screams 
Council. 
 Inconsistent Delivery on contracts. 
 Silo Nature. 
 Not Innovative. 
 Narrow Focus. 
 No treatment experience. 
 Lack of technical capability, Expertise. 
 Not good at promotion, Undersell 
Ourselves. 
 Disconnected water maintenance 
compared to rest of company. 
 Bad at analysing business model. 
 Highly reactive. 
 Risk Averse. 
 Believe our own press. 
 FIGJAM 
 #1 Client doesn’t rate us.  
 Biggest client owns us. 
 Innovate by chance. 
 I.T. Systems could become a weakness. 
 Invoicing systems no good. 
 Customer perspective, we don’t deliver 
on tender promises. 
 Internal communication. 
 Don’t communicate anything that 
creates positive perception during 
projects. 
 Under resourced at middle 
management. 
 Inefficient. 
 Not innovative. 
 
T A K E  H O M E  M E S S A G E S :  
Desired opportunity is similar to when they tried entering Auckland, go away and get a few more 
(smaller) contracts and come back at us for the next time around. City Care now has Auckland.  
Key People to talk to: 
 Harrison Grierson,  
 Hynds, MWH,  
 GHD,  
 City Wide,  
 Trinity,  
 Kathmandu. 
Focus On: 
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APPENDIX L  
Notes from Interview with Andy Gibson. 
INTERVIEW WITH ANDY GIBSON: 23/11/2012 
 
C I T Y  C A R E :  
Has a negative reputation, from wellington, Disorganised, Shambolic has been used. 
Didn’t appreciate how good it was with the SCIRT situation. Poor standard of works leaving unfinished 
jobs for a long time etc. If trying something new you must get up to speed quickly or gain experience in 
that work in another way. 
Bit of a ‘rough diamond’ needs some work or development and to take some risks. More things on the go 
forward, middle management think they know everything but actually know very little. 
O V E R V I E W :  
Australia is very competitive. Very large and long established competitors will shoulder new entrants 
from the market. Veolia, Degremont etc. 
Have to offer something specialised or very different to gain any attention. 
City Care’s data gathering is very useful, but is difficult to us. City Care hasn’t got the resources (skills) to 
do the asset management properly. 
Proactive Maintenance: Collect info and then try to understand issues before it breaks, rather than seeing 
an issue and waiting for it to break so another call out can be charged. Data logging of this will show 
trends and will help with upgrade plans. 
Current contracts are written to be paid on a call out basis; this is inefficient if there are obvious issues in 
one area. 
Contracts for water maintenance must be re focused on incentives that reward innovation.  
City Care could join with a contractor already in the field and share the data collecting technology but 
what this does is give the technological advantage to another company, not mutually beneficial. 
Utilities will always want more for less, either lower price or same price with more thrown in. 
If the gains can be justified and the risks are low a utility may spend more to secure new technology. 
City Care should find opportunities, identify competitors and see where they may be in 3 years. 
Need the on the ground research, uphill and down dale, i.e. learn the ins and outs of the market at least 
18 months before any tender is due. Become client based rather than cost based. 
Get in touch with the key individuals such as, WSAA and the AWA for big picture views on the industry. 
P E S T E :  
Better technology and more access to this better tech. However will be expensive to buy and it will all be 
required to meet best practice. 
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Contracts are very defined and very clear in what they require and involve little room to innovate within 
these bounds. 
Don’t pick a fight you can’t win. However you can win and win big if you have a strong value proposition 
and do enough due diligence. 
Most contractors in Australia assume they know what the client needs/wants; if you actually ask then 
tendering will be more successful. 
Almost all of Australia’s water infrastructure will reach maturity in next few decades. This work will be 
abundant. 
The buying process is very similar to that of NZ and lowest price generally will win work. Must have the 
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APPENDIX M  
Notes from Interview with Colin Cranfield. 
CALL WITH COLIN CRANFIELD: 22.11.12 
B A C K G R O U N D :  
Land development entry service, 3 big Cities of eastern seaboard, then determined that SEQ was the 
growth area. It was difficult to find traction in this area though. (Brisbane) Private companies had pet 
consultants that got all their work. 
HG made an acquisition of a small business with local staff. The acquisition came with all of the 
connections and networks that the staff had; this was the greatest benefit of the purchase. 
Get locals in ASAP. New Networks are typically hard to develop. Things with HG got so busy that 
operations in Australia slowed and growth rate targets were met. 
The operation there must be managed fully, When NZ tipped Australia grew. HG’s director spent 40% of 
time there, had to prove to the guys on the ground that what they were doing was worth something. 
Australia was used to gather the slack of the slowing market. 
Targeting government and local authorities, heaps of access but was pushed back again by a lack of track 
record on the ground. 
Only in Brisbane then they moved to Townsville. The smaller outskirts can be a bit more receptive to new 
companies. Equally they can have pet companies by supporting locals, mitigated by the acquisition. 
HG managed to grow their client list more quickly in the rural areas, must do more than what the locals 
do to ensure a point of difference. 
Locals stopped looking for work during this time as they ignored local government work in favour of 
mining works. 
Q U E S T I O N S :  
LGA: Smaller Margins, but there is more of this work, buy a couple of projects to identify an on the 
ground track record. 
The USP will change once traction in the market has been gained.  
Asset Management is not well done in Australia and is coming close to expiry dates. Good asset 
information is vital. They are in need of an asset replacement schedule. 
Most operations are in house, there are big reforms going on in QLD. Good to be involved with water 
associations etc. to stay in the loop with what is happening. 
Councils have found that it’s not economically viable to perform their own works and therefore 
amalgamate to take advantage of the economies of scale. 
Internal leadership is needed along with local market experience. Really good recruitment strategy is 
necessary to gain the skills needed. May have to poach from other companies and pay what is needed to 
make the change worth their while. Pay over the market rate. 
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Introduce new contract incentives. 
NSW: Over serviced, Sydney water is too dominant and covers too much of the operating area. 
The normal in Australia is very different to that of NZ, Salaries can be very high, “will make your eyes 
water.” 
The devil is in the details. Contracts are tougher around the conditions and legal terms. Lawyers are very 
expensive and difficult to get a hold of a good one as they are very busy. 
The buying process has a lot to do with deals in the bar or on the golf course. 
Again: Head hunt the key people you need; well-connected/networked people will be worth what you 
have to pay them. The investment will pay off in a higher number of successful tenders. 
Mining areas Gladstone and Mackay are typically under resourced. Mine water networks are a somewhat 
untapped market. 
Start outside a main centre and grow into it. Competitors will try to force you out. The incumbent has a 
lot of control and dirty tactics are used often. 
People on the ground are vital understanding local Jargon and knowledge that will prove very difficult for 
an outsider. Clients are not easy to read. 
Health and Safety legislation and the unions are very strong; a union could strangle a business very 
quickly. 
Queensland is not too bad on New Zealanders, probably forged by the ex-premier of the state who was a 
Kiwi. Prefer someone from NZ than someone from NSW. 
P E S T E :  
Technical:  Different gear and processes, you must know what the industry best practice is. 
Environmental: Different but not a real issue for a company like City Care as it is very similar to NZ 
standards. The Rainfall + sewage will make for a difficult change. Sewage must have different systems due 
to increased temperatures e.g. Odour. There can be issues with corrosion in the tropical areas, especially 
with electrical components. 
Political: Procurement processes are stricter than those in NZ. People cannot share info or aid in winning 
contracts. Must be on a provider panel to be considered or even allowed to tender in some cases. Panels 
are only reviewed periodically. There is a lot of red tape and regulation from both local and central 
government. 
Social: Labour laws are tighter. Remunerations are much higher and the Unions have a lot of power. On 
an individual level you should play down that you are from NZ and join in sports teams etc. Social 
acceptance will help with commercial acceptance. 
Economical: Lawyers are very expensive. Make sure you have a local or resident director/senior 
management before registering as a business, cannot do so otherwise. Qualifications and skill certificates 
of personnel from NZ may not be up to standard in Australia. NCEA accredited may not be recognised. 
I S S U E S  F O R  T H O U G H T :  
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They are anal about leakage from reticulation networks. Leak detection and management is a ‘hot’ 
industry.  
There is a skills shortage in industry. Australia is very big on automation or de-manning some of their 
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APPENDIX N  
Notes from Interview with Daryl Ross, Logan City Council. 
INTERVIEW WITH DARYL ROSS.  
LOGAN CITY COUNCIL. 4/12/12  
 Water maintenance and everyday operations are done in house. This has occurred since first 
water utilities and hasn’t changed since then. 
 This is good as it employs locals in each area and supports the local economy. 
 There is a low appetite for major outsourcing of work; this is due to the local support that this 
work provides. 
Q U E E N S L A N D :  
QLD undergoing many amalgamations and reforms as Queensland Urban Utilities, SEQ Water and Link 
Water combine. Allconnex, Logan City, Redland City Council, Gold Coast City Council disbanded. 
These results in having to combine then rebuild work forces.  All changes are politically driven. These 
changes have been on-going since 2008. 
This lack of market stability means people are adjusting to changes and are not looking to other 
industries for help. Once more stable it might become an option. 
Internal management of systems and contracting of specific and specialist works is very common in QLD; 
this consolidates in house capability, not over stretching while maintaining strong control over 
operations. 
Affordability of specialist gear is now at a point where smaller private firms are able to buy and use them 
and then become specialists in that field. E.g. CCTV Sewer inspections. 
Big long term contracts typically used for large plants such as Desalination facilities, a few are Design, 
Build, Operate type contracts. No one is really big enough to make it work other than Veolia, Degremont, 
Trility etc. 
QLD is very strong on provider panels. Some places may set up their own provider panels but typically 
Local Government Association of QLD will create it. This promotes local buying and is a method of 
supporting the local economy. 
V I E W S  O N  O T H E R  S T A T E S :  
 NSW: Sydney and hunter water are so dominant hard to crack. Then local authorities sort 
themselves in smaller areas. 
 VIC: More of a tendency to outsource work than other states. Have some outsourcing work 
already sorted, not all gets contracted, much of the management still completed in house. 
 SA: Largely outsourced, very locked up in terms of entering market. 
 WA/NT: Heavily in sourced and due to remoteness of many areas would be very difficult to 
service these areas. 
B U Y I N G :  
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Track Record is very important, Money not biggest factor non price attributes are essential in securing 
quality of jobs. Minimum price may not always win. 
NZ is not shunned in QLD market and unions are less outspoken or vigilant compared to mining unions.  
Recruitment is selling the lifestyle, competing with mining money too hard but offer permanent 
residence opposed to fly in fly out and those who work in water tend not to be too enticed by the big 
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APPENDIX O  
Notes from Interview with Wouter Van der Merwe, Cradle Mountain Water. 
INTERVIEW WITH WOUTER VAN DER MERWE. 11/12/12 
Most work is contracted out; major issues are usually dealt with by specialist firms, although not always 
the same firm. 
Internal team of maintenance staff not enough, therefore once the internal staff have been allocated to 
jobs external contractors are used. These contractors are managed by CMW although CMW would prefer 
to do all preventative maintenance in house. 
The CAPEX work and development program is tracking well and is typically decided on tenders. The 
maintenance program is selected based on who is available and who is in the vicinity to complete the 
work. 
As this work is not determined by a formal process it is very difficult to ensure that the quality of the 
works done is of CMW’s standard. More uniform quality is achieved by using one contractor for 
everything opposed to contracting works in an ad hoc fashion. 
Many contractors are currently determined by assessing who is closest and can complete the repairs the 
fastest.  
The methods used provide no feedback on the assets condition and consequently CMW is currently 
developing an asset management system.  
CMW’s network of assets is spread across a very large area and consequently is difficult to maintain such 
a volume of infrastructure. 
There has recently been an appointment of a single fleet manager for all three-water corporations in 
Tasmania, which indicates that a maintenance provider that caters for all three is a possibility. 
Desire a comprehensive end to end approach including management of the assets, opposed to current ad 
hoc methods. Need a company to take initiative in all areas, especially safety standards, particularly 
around sewage and chemical exposure.  
The three utilities took over from the councils three years ago and are currently in the process of 
amalgamation. It seems that some relationships are still hung over from the council days. All three 
corporations are lacking the resources to maintain the CAPEX work that they are completing. 
There is no lack of fundamental services and capability, specialist roles are subcontracted to companies 
that often come from the mainland, these relationships are typically very successful so long as they 
provide some management on the ground in Tasmania. 
Maintenance is about 60% of annual OPEX therefore for 2011-2012 financial year maintenance cost 
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APPENDIX P  
Table 4: A Table showing methods of business development and their advantages specific to City Care. 
Growth Method 
Does City Care 
Currently Use It? 
Advantages To City Care 
Marketing Yes 
 Promotion of City Care’s brand. 
 Promotion of City Care’s capabilities. 
 Increases visibility of company in desired areas. 




 Promotes good relationships with customers and 
encourages unscheduled and repeat business. 
 Increases customer satisfaction rates. 
 Better able to recognise a growth opportunity. 




 Validation of strengths and weaknesses. 
 Information for product and experience improvement. 
 Competitor analysis. 
 Identification of customer needs. 
  
Market Research No 
 Validation of market opportunities. 
 Reduces risk in decision making. 
 Proactive approach to market changes and trends. 
 Allows for better company positioning within market. 
 Increased understanding of customers buying 
behaviours. 
 Identification of potential barriers within a market. 
 Assists with planning and strategy writing. 
Thought Leadership Yes 
 Encourages R&D. 
 Encourages Innovation. 
 Business to business marketing advantages. 
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APPENDIX Q  
Table 5: Table showing the number of water utilities in each Australian State. (Australian National Water Comission, 
2012) 
State Population Number of Utilities 
Australian Capital Territory 373,100 1 
New South Wales 7,272,800 112 
Northern Territory 233,300  2 
Queensland 4,537,700 15 
South Australia 1,650,600 3 
Tasmania 512,100 3 
Victoria 5,603,100 17 
Western Australia 2,410,600 9 
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APPENDIX R  
Table 6: Current Market Interview Results. (Gibson, 2012) (Cranfield, 2012) 
Current Market Interviews 
Interview One Interview Two 
 City Care doesn’t appreciate how good 
it has it with SCIRT work. 
 Australia is very competitive compared 
to NZ. 
 Competitors in Australia are very large 
and long established. 
 City Care’s data gathering is good but 
City Care lacks the skills to utilise it 
properly. 
 Utilities will always want more and to 
pay less, must either innovate around 
the terms of the contract or, offer the 
lowest price. 
 Must have on the ground research, at 
least 18 months before a tender is due 
to learn the lay of the land. 
 Australia has better technology and 
tooling. 
 Contracts are very strict. 
 Nearly all of Australia’s water 
infrastructure will reach maturity in 
the next 30 years. 
 Many large companies/utilities in Australia have ‘pet’ 
companies who they always work with. 
 A small acquisition with local staff provided 
connections and inroads into Australian market. 
 Local networks and knowledge is essential, most easily 
achieve by buying this. (Recruitment or Acquisition.) 
 Has to be managed locally and be made to feel of 
importance to the company. 
 Australian track strongly preferred. 
 Smaller towns can be more receptive than the big 
cities. 
 Smaller margins when operating with local 
government. 
 Asset management is not done well in Australia. 
 Most water utility operations are in house. 
 Use local networks and associations to stay on top of 
trends and changes to the market. 
 Typically have to pay over the market rate to secure 
good workers. 
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APPENDIX S  
Table 7: Qualitative Interviews with Australian Water Utilities. (Ross, 2012) (Van-der-Merwe, 2012) 
Qualitative Interviews 
Logan City Council Cradle Mountain Water 
 Water maintenance historically done in house 
with little appetite to outsource this. 
 Queensland is undergoing massive changes and 
re structure of network ownership and 
management. 
 Internal management of systems and contracting 
is common in Queensland, consolidating in house 
capability. 
 Specialist works such as CCTV and road re-
establishment are outsourced. 
 Provider panels are very popular to ensure that 
outsourced work is provided locally. 
 Typically long term contracts are involved with 
large CAPEX projects such as treatment plants or 
other facilities. Large companies such as Veolia do 
this type of work. 
 An Australian track record is vital to success, NZ 
work won’t count for much. 
 Recruiting in this industry is difficult.  
 
 Most maintenance work is contracted out. 
 Major issues are dealt with by a specialist 
firm, possibly from the mainland if 
necessary. (Not always the same firms.) 
 The internal maintenance teams are not 
enough to cover the entire network. 
 Because the bulk of contracted work is not 
tendered for and is not always done by the 
same person, quality and health and safety 
are compromised. 
 Require reliable asset management 
information and systems. 
 Require on the ground management in 
Australia. 
 At Cradle Mountain Water Maintenance 
costs are approximately 60%of OPEX, 
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APPENDIX T  
Notes from interview with Owen Scott. 
How would you ensure you gain the ownership/buy in from internal stakeholders for market research? 
Q1. I think the best approach is to almost put the term ‘market research’ aside and focus on the 
decisions being made. What information would help with making the decision or testing the 
assumptions behind it?  
What role do you see market research taking in a contracting company with aggressive growth 
strategies? 
Q2. MR can help reduce risk from any strategy – gaining information about the market, more 
specific details on customers, or perhaps testing a strategy or product.  
Should market research be carried out as a focussed/project by project basis or would you recommend 
an on-going approach that is part of the day to day role and budget of business development or 
marketing? 
 Q3. Depends.  Sometimes it’s just a case of making a couple of phone calls or get a list from the 
web, or other times you might need a big online survey of 100’s of people. 
How best would you communicate the outcomes of market research that ensures any recommendations 
are implemented throughout the company? 
 Q4. It depends on who is responsible for making the decision.  There are lots of factors to take 
into account (internal and external). The job of market research is to provide some information 
into that process.  Recommendations from the research may not be agreed with. The manager 
makes the decision. 
Do you believe that market research should be carried out by the end user or completed by the business 
development or marketing departments on behalf of the user? 
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APPENDIX U  
AFTER ACTION REVIEW: 
The process of the market research was positive and if done again would not change significantly, 
however, with hindsight I believe City Care could have acknowledged the influence that the potential 
acquisition would have on the original scope of the project. While the change in project scope was not 
significant I believe that the market research into each operating sector would have been completed 
earlier. This would have allowed for the market research into new markets to run exclusively from 
February 2013.  
If this were to be completed again it would be preferential to complete the project titled, “The Role of 
Market Research in Business Development.” throughout the entirety of the project. Resources permitting 
I would have run the research into the existing markets concurrently until a scheduled completion at the 
end of the acquisition process, April 2013.  
By not completing any research into the Australian market until the outcome of the acquisition process 
was known, may have saved costs as research would have been more refined and efficient in its methods. 
PERSONAL LEARNING 
I have been fortunate throughout this project in that I have shared office space with my project sponsor 
Chris Wrathall. This proximity has allowed me to be privy to high level discussion and decision making 
within the BD team. Chris has been approachable throughout the project and constructive in his 
feedback, discussing and imparting knowledge on matters that are essential to how City Care and day to 
day business is done. 
In addition to working closely with Chris Wrathall I have been exposed to the senior management and 
corporate team of City Care including company CEO, Onno Mulder. Exposure to the daily tasks and 
responsibilities of these staff members has been a valuable introduction to my career. 
In the early stages of my project I was asked to present some analyses on the Australian water 
maintenance market to the senior executive team. This presentation was successful and I was given 
useful feedback from this. In the same meeting my opinion was requested and trusted on matters that 
were directly related to the research I had completed. This opportunity to use skills acquired in my 
studies proved their relevance and highlighted the necessity of public speaking in a professional 
occupation. 
A key finding that I experienced is that although working to a descriptive market research framework the 
tasks associated can and often will occur in a different order and may run concurrently. The step by step 
process may be accelerated due to prior knowledge of a market. I expected to work through the market 
research sequentially until completion, whilst in reality this does not often occur. 
My theoretical knowledge acquired in previous work and throughout my education has enabled me to 
understand many aspects of the business and position the relevance of my project within it. In particular, 
financial accounting, law, marketing, strategy and project management from the MEM course. Key 
learning and skills that I have acquired or improved throughout my project include: 
 Cold calling for research purposes. 
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 Meeting procedures and note taking. 
 Cost implications apply to all facets of business and operation. 
 Relationships and egos must be properly managed as they can create and destroy business and 
opportunities. 
 The workings of a tendering process. 
 The advantages and disadvantages of working within different business structures. (Regional, 
Sectored) 
 Through observation, effective communication and management of staff. 
 Public presentations and speeches. 
  
